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EDITORIALS 


—There is abundant proof 


STEP-CHILD TREATMENT 
FOR CANNED FOODS that the Consumer and 
Trade Relations Program 


and other industry promotions and advertising (or perhaps 
we should say educational programs) have fostered an im- 
proved respect for canned foods. At the same time there exists 
considerable evidence that there is still a great amount of work 
to be done in this regard. Only this week, for instance, we 
received a copy of the 1958 “Consolidated Consumer Analysis”, 
13th in a series of surveys covering the buying habits of 5 
million families in 22 markets. Some idea of how the manage- 
ment of these 22 newspapers, who sponsor the survey, rate 
canned foods in consumer buying importance, may be obtained 
when it is understood that of 130 product classifications cited, 
only canned tuna, catsup, dog food and baby food rate a men- 
tion, whereas frozen vegetables, frozen fruit or berry pies, frozen 
beef pies, and frozen chicken or turkey pies, get the full treat- 
ment, not to mention such products as electric shavers for women, 
underarm deoderant for men, etc. To be sure, a good propor- 
tion of the newspapers asked questions about the important 
canned fruits and vegetables, but the results are not contained 
in the consolidated report. 


This particular survey is, of course, no exception. In recent 
years most of the major consumer surveys have given preferen- 
tial treatment to frozen foods, and the step-child treatment 
to canned foods. The point we make here is that the frozen 
food people have done an excellent job of capturing the imagina- 
tion of these marketing experts whereas the same good folk 
would seem to be completely oblivious of the fact that volume- 
wise frozen fruits and vegetables are still very much the baby 
brother of the canned products, and that from a growth stand- 
point the big brother is matching, and in some cases exceeding 
the increase per capita consumption of the lusty infant, pound 
for pound. 


SPACE 
SHELF 


—One other good example of the step-child treat- 
ment being given canned foods, wiil be found in 
the statement by Val S. Bauman of National Tea, 
appearing in the June issue of McCall’s magazine, and sum- 
marized on page 10 and 11 of last week’s issue of this publica- 
tion. Like hundreds of other buyers, Mr. Bauman fancies him- 
self a champion of canned foods. Pinned down, he will admit 
that canned foods volume, turnover and profit are exceptionally 
attractive, and that the costs of handling are at a minimum. 
In the McCall letter, Mr. Bauman stated, as he has often said 
before, that “Canned items have stopped spreading out alon* 
the shelves, and are being squeezed upward into higher shelving 
s» that many items are physically out of reach of the 5’2” woman 
shopper who isn’t wearing high heels. ...” It would seem rea- 
sonable to ask Mr. Bauman who is responsible for this unfor- 
tiinate situation. The retailers like to boast that they give the 
consumer only what she wants commodity-wise and quality- 
wise, but the facts in this case would seem to disprove that 
pious boast. The facts are that even though the retailer has 
made it hard for the consumer to reach canned foods, every 
nan, woman, and child in the United States bought 83.2 pounds 
({vesh equivalent basis) of canned vegetables in 1956 as com- 
pared to a pre-war 1937-39 average of 54.7 pounds, and they 
bought 21.6 pounds (net canned weight basis) of fruits in 1956, 
conpared with a 1937-39 average of 15 pounds. Imagine for a 
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moment what those figures would be if the retailer had put 
these known profit makers in front of the noses of the con- 
sumer shoppers, instead of silk stockings, glasswear, encyclo- 
pedias, underarm deodorants, and numerous other department 
and drug store items. 


NON-FOODS -—lIncidentally, down at the recent Super- 

market meeting in Atlantic City there was 
considerable evidence that the bloom of the non-food items is 
wearing off. There was also evidence that supers will come 
to the realization that they are going to have to do some of 
the selling rather than leave it all to the manufacturer. 

The conflict in philosophies and practices between supermarket 
operations and health and beauty aids manufacturers aired at 
the 5th annual Health and Beauty Aids Forum, sponsored by 
McCall’s magazine, held in Chicago on the 3rd of June, is also 
most interesting. In a nutshell, the beauty aid people feel that 
they are entitled to more shelf space, and that if necessary, 
this should be taken away from other categories of merchan- 
dise. In sharp contrast, the supermarket operators feel that 
they are already getting too big and offering too much variety. 
They blame the increasing number of health and beauty aid 
products for “convenience giving away to confusion” in their 
stores, and they say that they are food stores first. They took 
on health and beauty products as a convenience. 

This attitude of the supers is an encouraging sign to the food 
industry. This column believes that the C&TR Program has 
done much to foster attitudes of this kind. We believe, also, 
that such all-industry promotions as “September is Canned 
Foods Month’, development of which is summarized elsewhere 
in this issue, can speed the day of full accomplishment. We 
believe, also, as stated last week, that an industry-wide associa- 
tion advertising program would provide quick, lasting, and 
profitable benefits. 


ASSOCIATION -—Speaking of association advertising, it 
ADVERTISING is interesting to note that others in addi- 
tion to those mentioned in the feature article in this publication 
last week, are thinking along the same lines. At the third annual 
convention of the National Plant Food Institute held only this 
week, W. E. McGuirk, Jr., president of the Davison Chemical 
Company of Baltimore, said “The national analysts study (of 
farmers’ attitudes toward the use of fertilizer) seem to indi- 
cate that our individual advertising efforts have measurably 
failed. Witness the fact that over 50 percent of the farmers do 
not even understand the terms used to describe fertilizers, 
much less how the use of fertilizers can make money for them.” 
Mr. McGuirk said “I think the time has come for changes”, add- 
ing that “first we can accept the fact that no one company has 
the funds to put on an advertising and sales promotion cam- 
paign of the magnitude that is needed for our industry. The 
only alternative, therefore, he said, is to devise, through the’ 
National Plant Food Institute, an intensive joint education, 
advertising, and sales promotion program. . . . After deter- 
mining the cost we must contribute on a tonnage basis to carry 
our message to that uninformed and untapped 50 percent of the 
nation’s farmers. Look on this not as an increase in advertising 
expense, but a way to spend your advertising dollars more 
effectively.” 
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Thank You Industry 


for the tremendous volume of orders for the 1958 ALMANAC. THANK YOU 
ALSO for the generous response to our questionnaire, the many fine compliments | 
on the usefulness of THE ALMANAC and the appreciated suggestions for im- 
provement. Analysis of these questionnaires begins the very day we “come out from 
under” the heavy order volume, and plans for the 1959 edition begin immediately 
these suggestions are tabulated. 


The 1958 ALMANAC is Now Ready 


Formerly entitled “The Canning Trade ALMANAC”, the 1958 edition bears 
the new name “THE ALMANAC of the Canning, I’reezing, Preserving Industries” 
—to more adequately reflect the contents. 


Shipments of orders began Monday, June /6 and are continuing as fast as phy- 
sical limitations will permit. It is estimated that the log-jam will have been broken 
by the end of this week—June 27 


If you haven't yet ordered, please do so now — *$3.00 per copy, less 20% for 
orders and shipments of 20 or more. Many canners send complimentary copies to 
key buyers. On such orders, totaling 20 or more, front covers may be imprinted 
free of charge, with the donors’ compliments. Individual mailings of these can be ‘ 
handled from this office, the only extra charge being the postage. Please send all 
orders to: 


THE ALMANAC 
P. O. Box 248 
Westminster, Maryland 


“Checks with orders, though not at all necessary, save your time and ours. 
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ROUND UP 


September Is Canned Foods 
Month Activity To Date 


(Editor’s Note: The following report is a reproduction of the NORTHWEST CAN- 
NERS & FREEZERS ASSOCIATION’s “Special Bulletin No. 211—to Canner Mem- 


bers”, dated June 12, 1958, devoted entirely to the subject. 


It is published as an 


Industry Service here to provide the widest possible distribution among canners, 
brokers, distributors, and other allied interests—so that all may know the particulars 
and act accordingly. It should be noted that other associations have not been idle. The 
Tri-State Packers Association, for instance, published a similar roundup story (3 


pages) in the May-June “Tri-Stater’ 


which is sent to over 2500 food buyers; the Iowa 


Governor has already signed the proclamation—not on his own initiative, the reader 


may be sure. 


“ENTIRE CANNED FOODS 
INDUSTRY URGED TO 
PARTICIPATE IN SEPTEMBER 
CANNED FOODS SALES DRIVE 
A new formula in the canned food mer- 
chandising field was put in motion during 
March by the California canning indus- 
try and allied industries through the de- 
velopment of a plan for observance of 
September as “Canned Foods Month”. 
While the program is being spearheaded 
from the California administrative office 
and Information Center of “September is 
Canned Foods Month”, the merchandising 
effort is designed to benefit canners 
wherever located, and all are urged to 
coordinate their promotion plans to ob- 
tain maximum benefit from the industry- 
wide drive during the month of Sep- 

tember. 

Undoubtedly you have already learned 
through different sources of some of the 
features of this program. However, in 
order that you may be able to take full 
advantage of the promotion possibilities 
of the month-long observance, we are 
viving you below, in outline form, the in- 
formation which has been provided our 
office to date. We shall supplement this 
information from time to time as develop- 
i.ents oceur. 


ORGANIZATION 

Policy direction is provided by a Man- 
uvement Committee, consisting of repre- 
sentatives of California contributing 
canning associations. Guiding the pro- 
gram for the Management Committee is 
a state-wide Merchandising Committee 
frmed from representatives of proces- 
sig firms, suppliers and industry pro- 
n tion boards. 

\n administrative office and staff has 
leon established, responsible to the 
M:nagement Committtee, located at 215 
M.rket Street, San Francisco, California. 
M . Howard Eaton, Executive Director, 
is in charge. The office serves as a com- 
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munications, information and _ activity- 
generating center to push for effective 
observance of “September is Canned 
Foods Month” in all parts of the country. 
It is supported by a budget of $40,000, 
obtained from contributions by canning 
associations and supply firms in Califor- 
nia. Financial support is not being re- 
quested of canners in other areas. 


SPONSORING GROUPS 


The following organizations have mem- 
bership on the Management Committee, 
and are the primary sponsors of the pro- 
ject: 

Canners League of California 

California Fish Canners Association 

Southern California Food Processors 

Association 

California Olive Advisory Board 

California Olive Association 

Cling Peach Advisory Board 

Pear Zone No. 1 

In addition, the following industry 
groups, through action of their Boards 
of Directors or by other appropriate 
means, have agreed to support the pro- 
ject as co-sponsors: 

Baltimore Canned Foods Exchange 

Bartlett Pear Program 

Florida Canners Association 

Florida Citrus Commission 

Illinois Canners Association 

Indiana Canners Association 

Iowa-Nebraska Canners Association 

Maine Canners & Freezers Association 

Minnesota Canners & Freezers Ass’n. 

National Kruat Packers Association 

New York State Canners & Freezers 

Ass’n. 

Northwest Canners & Freezers Ass’n. 

Ohio Canners Association 

Pennsylvania Canners Association 

Pineapple Growers Ass’n. of Hawaii 

Tri-State Packers Association 

Utah Canners Association 

Washington State Fruit Commission 

Wisconsin Canners Association 


PLAN OF ACTION 


The plan for making ”September is 
Canned Foods Month” an effective mer- 
chandising tool, as adopted by the Cali- 
fornia Centennary Merchandising Com- 
mittee February 8, 1958, calls for: 

1. Secure the active support of canner 
and packer associations throughout the 
United States. 

2. Effectively mobilize the interest and 
effort of brokers, chain store organiza- 
tions, independent grocers and other re- 
levant organizations, so that they may 
take full advantage of advance plans to 
use the month as a productive merchan- 
dising tool. 

3. Stimulate advertising, sales pro- 
motion and public relations departments 
of canning concerns to tie-in with the 
over-all month long promotion. Encour- 
age aggressive canner contact with 
brokers and retail outlets to develop en- 
thusiastic participation. 

4. Enlist the cooperation of advertis- 
ing, sales promotion, public relations, 
display and home economics departments 
of supplier companies in adapting their 
1958 plans to reflect support of this im- 
portant commercial effort to sell more 
canned foods. 

5. Build and sustain interest in the 
promotion by issuance from the adminis- 
trative office of intensive series of press 
releases, photos and progress reports, for 
general newspaper and trade press use. 
Encourage the same to be done by parti- 
cipating companies and associations. 

6. Urge canner, supplier, chainstore 
and independent grocer associations to 
push toward having trade press ads and 
magazine and daily paper ads emphasize 
“September is Canned Foods Month”, 
either by running special insertions or by 
using “boxes” or “inserts” to call atten- 
tion to the month, and to characterize 
canned foods as “First in Quality, First 
in Value.” 


7. Encourage a maximum of local 
activities to emphasize that “September 
is Canned Foods Month’—such as the 
issuance of proclamations by governors 
and mayors, arrangements for special 
store displays of canned foods during the 
month, ete. 


PROGRESS OF THE PROGRAM 


While our lines of communication with 
the administrative office of “September 
is Canned Foods Month” are not yet as 
well established as they should be, and 
we may be a little behind developments, 
we can report the following cooperative 
support which has been promised the in- 
dustry up to the present time. 


CONSUMER MAGAZINE SUPPORT 


Three consumer magazines, each in its 
own way, are making extraordinary con- 
tributions to the success of the “Septem- 
ber is Canned Foods Month” campaign 
through the cooperation of their pages 
and their very powerful merchandising 
services. Each is doing more than has 
ever been done before in the entire 
history of the publishing business as it 
pertains to the food industry, 


= 


The American Home, with a circulation 
of over 3,200,000 women, is devoting ap- 
proximately 30 pages in the September 
issue, published in late August, to tie in 
with “September is Canned Foods 
Month.” 

This section will be an integral part of 
the magazine, but will be designed so that 
it can be removed to become a permanent 
cook book, or it can be cut up to fit 3x5 
index cards. Title of this section pro- 
bably will be “TAKE A CAN... AND 
START COOKING” or “TAKE A CAN 
AND COOK A QUICKIE”. Food art in 
full process color will be used liberally 
throughout the 30 or more pages as well 
as black and white art work. 

The entire section will be selling at- 
tractive, tempting, nutritious and smart 
ways to use canned foods. 

It is suggested that all interested seg- 
ments of the food industry be made aware 
of this so that they will be able to take 


full advantage in their own merchandis- 
ing and sales efforts, tying-in with the 
selling slogan, A GOLD RUSH OF 
CANNED FOOD VALUES. 


Family Circle, with a circulation of 
over 6,000,000 and sold directly through 
chain stores to chain store customers, will 
bring the impact of their unique and 
powerful merchandising service to bear 
on the promotion. 


Through Advance News, Family Circle 
will tell the retailer as well as manage- 
ment, merchandising, advertising and 
sales executives of the chain stores the 
facts about “September is Canned Foods 
Month” and how to tie-in to the greatest 
advantage. 


Through its editorial pages, Family 
Circle will tell housewives of interesting, 
appetizing ways to use canned foods, 
built around an “idea” editorial ap- 
proach. 


GOVERNOR’S PROCLAMATION 


Canning groups in some of the states are looking into the possibility of getting 
the governor to officially proclaim September, 1958 as Canned Foods Month. To 
facilitate such activities, the Information Center has prepared the following 
draft of a suggested form of proclamation. (As mentioned, the Iowa Governor 
has already signed the declaration). 


STATE OF 


PROCLAMATION 


EXECUTIVE DEPARTMENT 
WHEREAS, the year-round availability of high-quality, nutritious canned 
foods has played a substantial part in making the United States the best-fed 
nation in history and in banishing the spectre of hunger from our land by eli- 
minating dependence upon the feast-or-famine caprice of Nature; 


WHEREAS, the State of plays an important 
role in growing and processing the canned foods which help provide the people 
of our own State and of distant parts of the nation with the dietary and health 


benefits which stem from scientific agriculture and modern processing methods;. 


WHEREAS, the canning and associated industries of our own State and 
our sister-states throughout the nation have this year combined their resources 
to give concerted emphasis, in September, to the unparalleled output of canned 
products which our nation makes available to every family in the land at prices 
within the reach of all; 


NOW, THEREFORE, in recognition of the benefits thus provided to our 
population by the agricultural, processing and allied industries involved in 
canning, and by the agencies of transportation, marketing and distribution 
which bring the bounty of our fields, streams and offshore fishing areas within 
the ready reach of homes throughout our nation, I hereby proclaim for obser- 
vance, within our State, 


SEPTEMBER, 1958 as CANNED FOODS MONTH 


and I urge the citizens of this State to onquaint themselves with the facilities 
existing in for the canning of fruits, vegetables, 
and scores of other products, and the low-cost, high-quality products these facil- 
ities provide. 


IN WITNESS WHEREOF, I have hereunto set my hand and caused the 


Great Seal of the State of to be 
affixed this day of 
(date) 
(month) 
One Thousand Nine Hundred and Fifty-eight. 
Signature 
GOVERNOR 


SEAL etc. 
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Through its regular new merchandis- 
ing service (since Family Circle acquired 
Everywoman’s Magazine), additional 
promotional and merchandising services 
will be provided to arouse further in- 
terest in “September is Canned Foods 
Month” and “A Gold Rush of Canned 
Foods Values.” 


Ladies’ Home Journal is giving unpre- 
cedented support to “September is Can- 
ned Foods Month.” With a circulation of 
over 5.5 million women with relatively 
high incomes, Ladies’ Home Journal will 
use a spectacular new concept designed to 
appeal to its audience in September. It 
will create an “environment” which will 
be particularly helpful in stimulating the 
urge to buy canned foods among its 
readers. 


Ladies’ Home Journal, through its 
trade-merchandising service in Roger 
Bell’s “Bell Ringer” will forcefully show 
152,000 independent retail grocers and 
wholesalers how to obtain the maximum 
possible benefits and profits through 
tying-in with “September is Canned 
Foods Month” and “A Gold Rush of Can- 
ned Foods Values”. 


Because of its great acceptance in the 
industry, the “Bell Ringer” is performing 
a service to the industry of the greatest 
possible value. 

To perform an additional needed ser- 
vice to the food industry, Ladies’ Home 
Journal will immediately publicize, in its 
trade mailing, the pertinent facts rela- 
tive to “September is Canned Foods 
Month” and “A Gold Rush of Canned 
Foods Values”. This information will be 
dramatically presented to 152,000 inde- 
pendent supermarkets and chains. 


Parents Magazine will devote the en- 
tire September Food Section to canned 
foods. The over-all theme is ‘Canned 
Foods Get Together to Please Your 
Family”. The opening four-color page 
will feature nine foods. The entire Food 
Section wili use over 40 canned foods. 


ALLIED INDUSTRY SUPPORT 


American Can Company, during the 
month of September, will participate 
weekly on a principal food shopping day, 
on the NBC-TV “Today” program with 
Dave Garroway. Tie-ins with “Septem- 
ber is Canned Foods Month” will be made 
in Canco’s educational canned foods 
literature extensively distributed to 
teachers, home economists in schools and 
industry, food editors of newspapers, 
radio, television, home demonstration 
agents and others who influence the eat- 
ing habits of 170 million people. All 
special reports and releases emanatin:: 
from Canco’s Test Kitchens will carry the 
official symbol “September is Canned 
Foods Month”. Editors of all employee 
publications will be alerted to tie-in pos- 
sibilities. Promotional pieces in such in- 
dustires as the carbonated beverage field 
will include appropriate tie-in sugges- 
tions to support the program. Advertis- 
ing will be carried in consumer 
magazines. 


(Continued on Page 17) 
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Indiana Canners Technicians School 
will be held at the Horticulture Depart- 
ment, Purdue University, July 7 thru 25. 
The first two weeks of the school will 
cover mold counting and the third week 
will be directed toward insect fragment 
detection. All tomato canners of .the 
State are invited to send their quality 
control personnel to the school, which is 
a joint program of the National Canners 
Association, Purdue University, and the 
Indiana Canners Association, with the 
cooperation of the American Can Com- 
pany, Continental Can Company, and 
Heekin Can Company technicians. There 
is no charge for attendance at the school. 
Room reservations should be directed to 
the Purdue Memorial Union Building. 
West Lafayette, Indiana. Full informa- 
tion can be obtained from the Indiana 
Canners Association, 2120 N. Meridian 
Street, Indianapolis 2, Indiana. 


Indiana Canners Association will hold 
its Summer Golf Outing at the Meshing- 
omeshia Country Club, Marion, Indiana, 
on July 10. Golf and swimming will be 
the order of the day. 


Cranberry Products, Inc., Eagle River, 
Wisconsin, have doubled their facilities 
for packing cranberry sauce in 300’s and 
10’s. The company is adding three new 
items, spiced cranberries, cranberry 
orange relish, and spiced cherries, which 
will be packed in glass. 


Milford Canning Company, Milford, 
Illinois, has installed six new stainless 
steel Key froth washers in their whole 
kernel corn canning lines. Two new 
American Can empty can unloaders capa- 
ble of handling 90,000 No. 303 cans per 
hour and said to be one of the first and 
largest installations of this type in the 
Midwest, have also been installed. 


East Jordan Canning Company, East 
Jordan, Michigan, has appointed H. C. 
Kayser Company, Minneapolis, to rep- 
resent the firm in the Minneapolis area. 


Continental Can Company—James K. 
Cooper and Peter H. Black have been 
named assistant products sales managers 
for the Metal Division, it is announced 
by R. S. Hatfield, division general man- 
ager of sales. Mr. Cooper, formerly a 
Continental sales representative in Pitts- 
burgh, will work with Henry G. Unger, 
products sales manager processed food 
and milk cans. Mr. Black, previously 
sales representative for Continental in 
San Francisco, will work with Bruce R. 
Petersen, products sales manager, beer 
and carbonated beverage cans. Both men 
will headquarter at the company’s head 
office in New York City. 


Indiana Canners Association boasts 100 
percent membership of canning com- 
panies operating in the State of Indiana, 
quite an enviable record. 


Chun King Sales Company, Duluth, 
Minnesota—Palmer Johnson, for the past 
18 months director of the bazaar and 
retail program for the company, has been 
promoted to national director of canned 
products sales, succeeding Jack Jurmain, 
recently resigned. Before joining Chun 
King in 1956, Mr. Johnson was a veteran 
of 30 years in the food field and worked 
with Libby, McNeill & Libby. 


Libby, McNeill & Libby—Guy A. 
Graham, assistant general superinten- 
dent for the Eastern Division, has been 
assigned responsibility for the company’s 
plants in Blue Island, Illinois; Hammond, 
Napponee, and Kokomo, Indiana; Eau 
Claire, Wisconsin; Leipsic, Ohio; Houston 
and Wyoming, Delaware; and Hall, Bel- 
lona, and Brooklyn, New York. With the 
company’ since 1947, Mr. Graham super- 
vised and managed several of the com- 
pany’s plants before he was appointed 
assistant general superintendent in 1957. 
Other appointments include that of Alan 
E. Weber to assistant general superin- 
tendent of the Eastern Division, who will 
be responsible for the company’s plants 
in Morton and Eureka, Illinois; Roches- 
ter, Minnesota; and Janesville, Lake 
Mills, Hartford, Rockfield, and Jackson, 
Wisconsin. Mr. Weber has been with the 
company since 1947 as a mechanical engi- 
neer in the Chicago office, and became 
chief engineer in 1956. He is being suc- 
ceeded in the latter position by Paul E. 
Russell, who has been structural engi- 
neer in the Chicago office. 


SMILING SCULPTRESS Lia di Lio, putting the finishing 
touches on a memorial bust of the founder of the California 
canning industry, finds a group of industry leaders appreciative 
of her work. The bust of Francis Cutting, commissioned by the 
American Can Company, will be cast in bronze and presented 
to the city of San Francisco as a highlight of the observance 
of the California Centennary of Canning. Left to right are W. 
E. Beach, treasurer of the Southern California Food Processors 
Association; Alexander Black, Western Area representative of 
the American Can Company; R. K. Carson, Canco Southern 
California representative; Hamilton C. Davis, president of the 
Canners League of California, and Joseph Mardesich, president 
of the California Fish Canners Association. The Canco men 
are displaying the old hole-in-cap style can from Cutting’s day 


and the modern sanitary food can. 
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Economic Miracle — Food canners 
have performed an economic miracle in 
holding the price line of canned foods 
against sharp increases in their major 
items of cost, Edward E. Burns, of Alton 
New York, President of the National 
Canners Association, told the spring 
meeting of the Maine Canners and Free- 
zers Association June 18. One of the most 
important contributing factors to the 
“best buy” position of canned foods, he 
said, has been the increased production 
efficiency of the industry year after year. 
“Commercial food canners have increased 
their output per man hour twice as much 
as other industries in the past decade”. 
For canners, it is 50 percent against 25 
percent for industry as a whole, he stated. 


Indiana Sanitation Conference — The 
National Canners Association, in cooper- 
ation ‘with the Indiana Canners Associa- 
tion, will sponsor two one-day sanitation 
conferences for plant superintendents, 
foremen, and forewomen, and other plant 
personnel during July. The first confer- 
ence for the canners in the Central and 
Southern sections of the State will be 
held at the plant of the Morristown Can- 
ning Company, Morristown, Indiana, 
July 8. The second conference for can- 
ners in the Northern section will be held 
at the plant of the Fettig Canning Cor- 
poration, Elwood, Indiana, on July 11. 


Perplexing Problem—How to divide 
a dividend of ten cents amoung 40 
shareholders at Kernan school, Utica, 
N. Y., posed a_ perplexing problem 
The youngsters, members of Peter 
Sabino’s eighth-grade mathematics class, 
bought one share of Libby, McNeill & 
Libby common stock as a part of their 
study of the stock market. Recently they 
received a check for ten cents, the com- 
pany’s quarterly dividend. Unable to 
divide the cash, their sentiments turned 
toward candy. But, a dime won’t buy 
much candy nowadays. Frank Closson, 
who runs a grocery store near the school, 
found an easy solution by awarding the 
class an extra dividend in jelly beans-— 
enough to go around. 


COASTAL BROCHURE WINS 
MERIT AWARD 


Coastal Foods Co. of Cambridge 
Maryland was presented the 1958 Award 
of Distinctive Merit during the Annual 
Exhibition of Advertising and Editorial 
Art sponsored by the Baltimore Art 
Directors Club for their direct mail 
brochure, “THIS IS COASTAL FOODS 
QUALITY.” 


The brochure presents by drawings, 
print and color photographs the steps 
taken to insure top quality products from 
soil through canning and freezing pro- 
cesses. It was sent to buyers throughout 
Coastal’s distribution area and brought 
plaudits wherever presented. 

Coastal Foods Co. is the Eastern Divi- 
sion of Consolidated Foods Corporation, 
having taken over the former Phillips 
Packing Company in Cambridge and 
Gibbs and Co. of Baltimore on July 1, 
1957. 


SEABROOK EXPANDING 


Beginning July 7, the complete line of 
Snow Crop frozen fruits and vegetables 
will be processed and sold throughout the 
nation by Seabrook Farms Co., it was 
announced by officials of Seabrook Farms 
and Minute Maid Corporation at a joint 
meeting of Seabrook and Minute Maid 
brokers and sales personnel last week. 


According to John M. Fox, Minute 
Maid president, and John M. Seabrook, 
president of Seabrook Farms, an agree- 
ment has been signed between the two 
companies which will permit Seabrook to 
extend marketing of the full Snow Crop 
line into the 11 western states in which 
distribution now is handled by Minute 
Maid. Advertising and marketing plans 
are being formulated by Seabrook and 
will be released to the trade in the im- 
mediate future. 


The agreement does not cover frozen 
citrus juices, which Minute Maid will 
continue to process and distribute under 
both the Minute Maid and Snow Crop 
labels. Minute Maid also markets the 
Hi-C line of canned fruit beverages. 


Minute Maid purchased the Snow Crop 
Division of Clinton Foods, Inc., in No- 
vember, 1954. Last November, Minute 
Maid sold the Snow Crop retail frozen 
fruits and vegetables business to Sea- 
brook in all but the 11 western states 
covered by the new agreement. 

The Bing Crosby Minute Maid Corpo- 
ration of Los Angeles will operate as 
food broker for Seabrook in the new 
areas. 


GREEN GIANT SALES UP, 
PROFITS DOWN 


Green Giant Company reports sales for 
the fiscal year ended March 31, 1958 of 
$56,283,894, compared with $55,464,782 
in the preceding year. Earnings after 
taxes were $840,963, or $1.69 per share 
of common stock, compared with $1,267,- 
044, $2.70 per share a year ago. 

In his report to stockholders at the 
annual meeting, May 22, 1958, W. F. 
Dietrich, President of the Green Giant 
Company said, “Abnormally large crops 
of both peas and corn resulted in a sup- 
ply which depressed prices to extremely 
low levels. While these low prices were 
the principal factors in reduction of 
company profits, certain items of expense 
were also abnormally high, including 
sucn as merchandising, warehousing and 
interest charges. Although dollar sales 
increased only $819,112, the unit volume 
showed a greater increase so that we 
maintained our share of market. 

“For the industry as a whole, sharply 
curtailed national acreages are indicated 
for the 1958 pack year. In this acreage 
reduction, Green Giant is taking an equit- 
able share,” added Mr. Dietrich. “An 
aggressive advertising and merchandis- 
ing program will continue for the 1958 
pack—which shapes up as one of the 
strongest in history.” 

The Board of Directors declared a 
dividend of 25¢ per share on Class A and 
Class B Common stock, which was paid 
June 10 to holders of record at the close 
of business on May 29, 1958. The regu- 
lar quarterly dividend of $1.25 per share 
was voted on the preferred stock, pay- 
able June 16 to holders of record at the 
close of business on June 6, 1958. 


STRAWBERRY 
PRESERVES 


BLACKBERRY 
PRESERVES 


Tasty Food Produets Company, Fort Worth, Texas, is intro- 
ducing the company’s line of Lady Fair Brand fruit preserves and 


jams in these attractive glass containers. Shown here, left to 
right are 10-0z. decorated tumbler, 1 lb. 2-oz. jar with wide, 


swirl-decorated base, and 1 lb. decorated tumbler with paneled 
sides. Tumbler designs provide added consumer appeal because 
of reuse value in the home, Glass by Owens-Illinois Glass Co. 
and Bartlett-Collins Glass Co., closure by White Cap Co. and 
labels by Epsen Lithographing Co. 
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CROPS & WEATHER 


Floods Seriously Damage Indiana Crops 


WASHINGTON, D. C.—For the week end- 
ing June 16 the U. S. Weather Bureau 
makes the following report on floods in 
the Mid-West: 


Frequent thunderstorm activity during 
the week produced heavy rainfall and 
flooding in many areas of the Northern 
and Central portions of the country. 
Heaviet concentrations of rainfall were 
in Indiana, Ohio, and portions of. Illi- 
nois, Missouri, Kansas, and Nebraska. 


Unusually heavy rains over Indiana 
during the period from June 8 to 15, with 
totals of as much as 12 inches caused 
major flooding in the Wabash Basin. The 
Mississinewa, an important tributary of 
the upper Wabash, crested on June 11 
at a record crest of 16.8 feet at Marion, 
Indiana, 0.7 foot higher than the pre- 
vious record set in March 1927 and 3.8 
feet above flood stage. After a break on 
the 11th and 12th, additional heavy rain 
during the 24 hour period ending June 
14 caused another rise, with the secon- 
dary crest on the Mississinewa River 
2.3 feet lower than the first. The Wabash 
River in the reach above Lafayette, Indi- 
ana, crested on the 11th and 12th near 
the January 1950 flood level. In the 
Clinton-Terre Haute, Indiana area, the 
crests were around 13 feet above flood 
stage on the 15th and 16th. The Wabash 
reached a stage of 27.6 feet at Terre 
Haute, Indiana, prior to a levee break at 
2 A.M. on Monday, June 16. Flooding 
will remain critical at Terre Haute down- 
stream to Riverton, Indiana, where a 
crest of 25.0 to 25.5 feet is expected at 
Riverton on Wednesday, June 18. Flood 
stage at this point is 18 feet. This crest 
will be about 4 feet below the record 
flood of May 19438. The White River 
‘crested in the Indianapolis area Sunday 
afternoon, June 15, and considerable 
flooding occurred in the Northern edge of 
the city. Flooding extends downstream 
on the White all the way to the Wabash, 
and the overflow will increase in the 
lower reaches and approach critical 
levels. 


A considerable number of residents 


were evacuated from the lowland areas 
along the entire Wabash. At least 2,000 
families were affected by the flooding in 
the 20 county flood area in Indiana. Two 
deaths from drowning were reported. 


Light overflows occurred in smaller 
streams throughout the lower Missouri 
and middle Mississippi River Valleys, 
and near Great Falls, Montana. The 
main stem of the Missouri was near flood 
stage at Herman and St. Charles, Mis- 
souri, on June 16. The Scioto River in 
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Ohio was at, or near, crest in the lower 
reaches below Columbus on June 16, at 
stages 2 to 5 feet over flood stage with 
considerable flooding of farmlands. 

Rains up to 9.5 inches were reported 
on the 16th near Uvalde, Texas, from the 
remnants of the tropical storm produc- 
ing local flash flooding. 

The extent of the damage to crops is 
yet unknown. (See Indiana report be- 
low). 


INDIANAPOLIS, IND.—Indiana Can- 
ners Association Secretary Warren Span- 
gle has the following to report for the 


- week ending. June 18: 


The only way to describe the Indiana 
situation for the past week would be 
“too wet” and “very seriously hurt”. On 
Saturday, June 14, your executive secre- 
tary had a most enlightening, yet very 
discouraging experience. In a four and 
one-half hour tour of the State by air- 
plane, the following areas were covered: 

Morristown, Gwynneville, Mays, New 
Castle, Mt. Summit, Muncie, Eaton, Red- 
key, Portland, Warren, Bluffton, Ft. 
Wayne, Huntington, Wabash, Peru, 
Logansport, Royal Center, Kokomo, 
Hobbs, Elwood, Swayzee, Sweetser, 
Marion, Orestes, Trafalgar, Franklin, 
and Indianapolis. 


The time of the tour was 18 to 48 hours 
after the last rains in the various parts 
of the state. The extent of water stand- 
ing in the fields surpassed this writer’s 
ability to describe it. 


In rank of severity, from the stand- 
point of water standing in the fields, the 
areas most seriously affected, at the time 
of the tour, were: 

Elwood, Kokomo, Royal Center and 
Bluffton. 


In these areas, as far as the eye could 
see, wherever there was not heavy foli- 
age on the field, you could see water 
standing. Between Kokomo and Elwood, 
there was one area where over a square 
mile of fields were under water. This 
was not from a flooding from rivers as 
there were no rivers in the area. In one 
area, we observed a water skier and a 
speed boat in a field. Throughout the 
tour, an excess of 1500 acres of tomato 
fields were identified from the air. These 
fields range from 10 to 70 percent covered 
by water. It was, of course, difficult to 
project the damage in terms of wash 
and plant health. 

Generally, the area south of U. S. 40 
was not as severely damaged as the rest 
of the area. Unfortunately, the areas 
most severely hurt were in the highest 


producing counties. For example, during 
last year’s floods the Royal Center- 
Kokomo area was not severely damaged 
and had yields of 12-13 tons per acre; 
whereas, the state average was only 6.4 
tons per acre. This year, however, these 
were the areas most severely damaged. 
This same condition can be projected for 
corn and peas as well as tomatoes. 


Concerning tomatoes, it is an old adage 
that one should not be too free with pre- 
dictions as they will generally fool you. 
It is this writer’s opinion, however, that 
Indiana’s harvest will not.exceed 200,000 
tons. Having made the prediction, I 
hedge it with only two observations. The 
dry period preceding the rains might 
have created a deep enough root system 
that the water would not lock in all the 
nitrogen, thereby providing a generally 
healthier plant, and too, the generally 
cool weather since the rains kept down 
the extent of cooking of the plants. In 
terms of measured rainfall, in a four 
day period, the extent of the rain was 
from 6%” to 12”. 


While Indiana was having its exten- 
sive rains, the Northwest section of Ohio, 
around the lakes in the Bowling Green 
area, seemed to come through in good 
shape. The area around Delphos, Ohio 
did suffer 5 to 10 percent loss in acreage 
as a result of rains on Thursday and 
Friday of last week. The triangular area 
from St. Henry to Sidney up to the 
Western border of Greenville received 
damage similar to that experienced in 
the heart of the Indiana section. It is 
believed that lost acreage will run as 
high as 15 percent of the total planted. 


DELAWARE-MARYLAND, June 14— 
Weather last week was close to ideal 
except for some local storm damage. 
Green pea harvest continued at a rapid 
rate and snap beans started moving to 
market. Snap beans, tomatoes, sweet 
corn, and wheat showed good progress 
due to the warm weather. Green pea har- 
vest was well advanced on the Peninsula. 
Excellent yields expected West of the 
Bay where vining was just getting under- 
way. Snap bean for processing harvest 
expected to start in North Central Mary- 
land the second week of July and on the 
Shore by late June or early July. Sweet 
corn is making good growth on the South- 
ern Shore and is “knee high”. 


MILFORD, ILL., June 11—All of our corn 
is in the ground and a major portion 
sprouted and doing very well, until this 
past week-end. We have had torrential 
rains for the past four days and we are 
sure that we will lose a number of acres 
in low ground. More rain is predicted for 
this week-end. Asparagus production is 
way behind last year because of dry 
weather and now the fields are flooded. 


NORMAL, ILL., June 9—225 acres of 
tomatoes planted in 1957 and 200 acres 
in 1958. Looking good. 

ROSSVILLE, ILL., June 11—Acreage of 
asparagus increased 20 percent over 1957. 


(Continued on Page 20) 
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‘works” for you 


@ To improve your product! 


Canco’s well-known trade-mark symbol- 
izes more than half a century of research 
on all phases of container and product 
development. By inventing the famous 


To build acceptance for all canned prod- 
ucts that carry the oval, Canco sponsors 
the top-rated CBS-TV show, pouGLas 
EDWARDS WITH THE NEWS. During 1958, 
for example, Canco has so far devoted 
two full-length commercials to canned 


@ To help you 


Tenderometer, for instance, Canco scien- 
tists gave growers a way to measure the 
ripeness and tenderness of peas so they can 
be picked at their very peak of goodness. 


sell it ! 


peas. These compelling messages encour- 
age viewers to serve this wholesome, deli- 
cious vegetable often—and to “look for 
the oval on the can” when they buy. No 
matter what you pack, Canco advertising 
works for you! 


TUNE IN! DOUGLAS EDWARDS WITH THE NEWS every Friday night on 
CBS-TV. Check your local paper for time and channel. 


WORLD LEADER IN METAL CONTAINERS 
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NEW YORK MARKET 


Florida Citrus Juice Strengthening—Demand 

Good For Florida New Pack Tomatoes—Pea 

Packing Starting In Tri-State’s—Asparagus 

Appears To Be In Good Shape — Market 

Strong On R. S. P Cherries—Sardine Market 

Continues Strong—Shrimp Gulf Pack So Far 
About Half Of Last Year. 


By “New York Stater”™ 


New York, N. Y., June 20, 1958 


THE SITUATION—Renewed strength 
in Florida citrus juices, a good demand 
for new pack tomatoes out of Florida, 
and start of pea packing operations in the 
Tri-States shared interest this week with 
bullish reports from California as_ to 
grower price views on some canning 
fruits this season. Buyers are squaring 
away for the new season’s operations, but 
in view of the uncertainty as to the basis 
at which prices may level out at later in 
the year on some items now in short 
supply are making haste slowly in the 
matter of commitments for new packs. 


THE OUTLOOK—With the food in- 
dustry still swimming strongly against 
the tide in the current recession, distri- 
butors nevertheless are showing signs of 
exceeding caution in the matter of for- 
ward buying of canned foods, insofar as 
the near term is concerned. Lingering 
fears that food sales may yet be affected 
by recessionary factors and the fact that 
we are entering the season of peak sup- 
plies of fresh fruits and vegetables are 
the basis for this conservatism, plus the 
fact that frozen food holdings in the case 
of many competitive foods are still large, 
and prices on many frozen lines far from 
strong. 


TOMATOES — The situation in the 
Tri-States is without change, insofar as 
wanted 303s are concerned. Current to- 
mato offerings from that area include 
standard 2%s at $2.35 or better and a 
few extra standard 10s at $8.25-$8.50. 
Tomato juice is also short, with fancy 
303s commanding $1.15 and 2%s $2.80. 
Florida canners are reported moving out 
tomatoes about as fast as they are 
packed, with standards at $1.15 on Is, 
$1.60 on 303s, and $8.00 on 10s. 

PEAS—Pea canning is under way in 
the Tri-States area, and while canners 
are more concerned with packing than 
marketing at the moment, some offerings 
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CRAZY AS H--L 


In view of the Indiana flood, the 
following choice (pre-flood) piece 
from an Indiana canner may have 
lost some of its bite. It being such 
a typical and delightful example of 
the “direct Hoosier approach”, 
however, it is passed along with 
the hope that those tomato canners 
who are not flooded out may pause 
and reflect: 


“Big type on acreage and con- 
sumption to get the attention of 
canners who increase acreage in 
spite of enormous carryovers in 
many items in excess of normal 
consumption. Nothing will ever 
be gained by this, for we are all 
crazy as hell, 


If you were to canvass the entire 
canning industry, you would find 
half to tell you they planned on 
increasing their packs from 50 to 
to 100 percent, as they expect to 
sell standard tomatoes for $1.75 
to $2.00 per dozen and have it 
figured to the penny that they 
can retire with this pack. By 
September 15 standards will be 
less than $1.35 per dozen and by 
next year another 20 percent will 
be out of business. It isn’t neces- 
sary to be crazy to be a canner, 
but it sure helps.” 


of 308s have been reported at $1.40 for 
standard pod run around $1.20, with 
extra standards at $1.45 on 3-sieve and 
$1.35 on 4-sieve. 


BEANS — Tri-State packers are also 
operating in a limited way on new pack 
green beans shipped up from North 
Carolina. Current offerings list standard 
round cut 303s at $1.10, with extra stand- 
ards at $1.15 and fancy at $1.50, with 
bottom on French style fancy $1.60. 


ASPARAGUS — Eastern canners are 
tapering off the season’s asparagus run, 
and the market in’ general appears in 
good shape with most processors appar- 
ently “tailoring” their pack totals to anti- 
cipated sales. Fancy blended all-green 
spears in 300s are quoted at $3.80, with 
tips and cuts at $2.35. On 211s cylinders 
fancy large spears are offering at $3.50, 
with fancy medium cut spears listing at 
$3.35-$3.40. 


THE CANNING TRADE 


CORN—With a late season in prospect 
and recent weather conditions unfavor- 
able, midwestern canners are showing 
stronger price views on carryover corn. 
Fancy whole kernel is now reported firm 
at $1.35 or better for 303s, f.o.b. can- 
neries. 


CITRUS — Juice prices continue to 
stiffen, canners in Florida this week up- 
ping their quotations on grapefruit juice 
2s to $1.382%4, with blended at $1.42% and 
orange juice holding at $1.45. Fancy 
grapefruit sections, in 303s, are firm at 
$1.70, with choice at $1.60 and broken at 
$1.50. Fancy citrus salad 303s are strong 
at $2.75. 


RSP CHERRIES—Reports from ma- 
jor canning areas are none too optimistic 
as to probable pack totals this season, and 
the market is strong. Some interest in 
s.a.p. bookings is reported developing. 


OTHER FRUITS—California canners 
are confronted with sharply higher prices 
for apricots this season, promising an 
opening price level well above that of a 
year ago. Similar situations are expected 
to develop in the case of other tree fruits 
damaged by recent bad spells of weather, 
hence, formal opening prices will be later 
than usual this season, it is expected. 
Meanwhile, canners continue to show 
stronger price views on carryover hold- 
ings, with some apparently determined to 
carry whatever stocks they can into the 
new season, when higher prices are ex- 
pected to rule. Cling peaches on the 
Coast have firmed to $1.85 for 303s and 
$2.75 for 2%s for choicé, with standard 
303s reported offered in a limited way at 
$1.75 on 303s and $2.60 on 2%s. Fruit 
cocktail is also strengthening on carry- 
over stocks, with choice 2%s holding at 
$3.30 and fancy at $3.45-$3.50. 


SARDINES — Reports from ‘down 
East” are still discouraging, insofar as 
the fish run is concerned, and most sar- 
dine canneries are not yet in ‘operation. 
The market on sardines continues strong 
at $7.50 per case and up for quarter key- 
less oil or mustards. California canners 
are coming through with an occasional 
offering of oval sardines at $10 to $10.50 
per case, but no constant supply is in 
sight thus far, traders report. 


OTHER FISH — Salmon traders are 
awaiting prices on 1958 pack before 
operating to any extent, and meanwhile 
are watching the position of the export 
market closely. The extent to which 
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Europe, particularly Britain, comes into 
the market this season will have a de- 
finite bearing upon the domestic salmon 
price structure, it is felt. The pack of 
shrimp at the Gulf is running at levels 
barely half of a year ago as the supply of 
raw fish remains short and freezers and 
fresh shippers outbid canners for avail- 
able supplies. Packers are quoting de- 
veined jumbos in 4'%-ounce tins at $7.35 
per dozen, with large at $6.85, medium at 
$6.35, small at $5.60, and broken at $4.75, 
all f.o.b. canneries. No new developments 
are reported in the tuna situation, al- 
though demand is beginning to widen 
seasonally. 


CHICAGO MARKET 


Markets Continue Strong —- Weather Hits 
Indiana Tomatoes—Beans Continue Firm— 
Corn Mostly Unchanged — R.S.P. Cherries 
Hard Hit—Meager Citrus Offerings—Cock- 
tail In Tight Squeeze—Royal Annes 
Move Up. 


By “Midwest” 


Chicago, Ill., June 19, 1958 


THE SITUATION — Markets continue 
strong with increasing evidence of even 
higher prices to come. Tomato acreage in 
Indiana took a clout from Old Man 
Weather recently and it looks like the 
damage will amount to somewhere be- 
tween fifteen and twenty per cent of 
anticipated production. Conditions of 
this kind coming on top of a really bare 
market will probably create even stiffer 
opening prices than had been expected. 
Weather conditions have also taken their 
toll of Midwestern RSP cherries and ton- 
nage will be down sharply from last year 
with prices up accordingly. 

Locally grown vegetables such as corn, 
peas and beets are already up from the 
low levels and even higher prices on the 
new pack would not surprise anyone. 
Early peas have been hurt although it is 
still difficult to estimate damage at this 
time but conditions of this kind are going 
to keep prices firm. 

The citrus situation is well known to 
everyone and prices on tightly held un- 
sold stocks were again pushed higher 
this week. Canning is now under way in 
California on Royal Anne cherries and 
opening prices brought a gasp from the 
average buyer but it won’t make much 
difference this season. Black cherries will 
soon be under way in the Northwest and 
while prices are no higher than those last 
quoted they were plenty high as they 
were. Apricots and apricot nectar will be 
much higher than last year which can be 
expected in view of the short crop and 
the prices quoted for raw stock. Cocktail 
prices on small unsold stocks took 
another advance which comes right on 
the heels of a previous one indicating how 
the picture looks from the canner’s point 
of view. Regardless of general business 
conditions, canned food buyers are going 
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to pay more money for almost all of the 
major items this season. 
TOMATOES—AII plants had been set 
and the crop seemed to be progressing 
very nicely and then the floods came. The 
northern part of Indiana was the hardest 
hit although the entire tomato belt was 
deluged with from 6 to 10 inches of rain 
during a three day period. The Indiana 
Canners Association estimates about 
20% of the reported 33,000 acreas planted 
was lost to floods and tornados and in 
most cases it is too late for any replant- 
ing. All of this is unpleasant news to 
distributors who are trying hard to 
stretch current supplies until the new 


pack is ready and which they had hoped 
they could buy at much more reasonable 
price. 


TOMATO PRODUCTS—Catsup prices 
are going up. The packers of advertised 
brands have shown an inclination to raise 
prices recently and the independents are 
now following suit. One major factor has 
pushed prices on fancy grade up to $1.70 
on 14 oz. and $9.50 on tens which is up 
considerably from the bottom of $1.57% 
and $8.50. Tomato juice is not doing as 
well as unsold stocks appear ample. 
Prices range from $2.70 to $2.75 for 
fancy 46 oz. and $1.30 to $1.35 for 2s. 


. . are these intangibles that 


are none-the-less of equal or greater ; 
importance to our customers than the price oe 
that they may pay:—management policies; method 

of doing business; traditional Hamachek attitude 


toward our customers .. . 


HAMACHEK 


Quotation 
© 


Back of every piece of HAMACHEK equipment are the facilities per- 
sonnel and resources of the Frank Hamachek Machine Company—a 
name that has represented superior quality and service since 1880. 


Any Hamachek customer : 


can tell you! 


Hamachek 
Steel 
Frame 
Viner 


Established 1880 


Descriptive Bulletin 
and Prices 
Upon Request 


Kewaunee, Wisconsin 


PEA AND BEAN HULLING SPECIALISTS 
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BEANS — The market continues firm 
with even wax beans now showing a 
tendency to inch their way to higher 
ground. Lower grade offerings are con- 
fined to the South where canners are 
generally asking $1.15 for standard 303s 
and $1.25 for extra standards. First 
quotations on the new pack of Blue Lakes 
reached here this week and they vary 
somewhat from those quoted last year at 
this time. Fancy three sieve whole are 
listed at $2.00 for 303s and $11.25 for tens 
with the vertical pack in 308s at $2.30. 
Fancy three sieve cuts are quoted at 
$1.77% for 303s and $9.75 for tens with 
fours at $1.65 and $9.15. Choice fives are 
at $1.45 and $8.25. These prices are for 
shipment when packed or up to Sep- 
tember 1st. 


CORN—No change in the corn market 
this week as sales are on the light side 
currently due to heavy purchases during 
the period just preceeding recent price 
increases. Fancy grade is firm at $1.35 
for 303s and $8.50 for tens with extra 
standard at $1.17% for 303s where it can 
be found but it is growing more difficult 
to find everyday. There has been some 
damage to the crop here in the Midwest 
but so far it does not appear serious. 


RSP CHERRIES—Little or nothing is 
being offered hereabouts from spot stocks 
and current interest is in the progress of 
the 1958 crop. Locally that has been 
damaged and in some areas quite severe- 
ly. Records indicate that there were 
173,000,000 pounds of cherries processed 
in the state of Michigan during 1957 as 
compared to an estimate of no more than 
120,000,000 pounds this year. That in it- 
self will indicate where prices will open. 


CITRUS—There are no longer any can- 
ners offering anything like a full assort- 
ment of citrus and most of them are off 
the market completely. Where shipments 
are being made they are going at $2.95 
for 46 oz. grapefruit juice, $3.30 for 
blended and $3.50 for orange. However, 
prices don’t means too much as it is more 
of a question of getting confirmation on 
what is needed. Movement out of Florida 
so far this season has been about 4,700, 
000 cases ahead of last season’s move- 
ment during the same period and unsold 
stocks are down about 4,000,000 cases and 
that tells the story. 


COCKTAIL—Few canners are offering 
cocktail in any size as most of them are 
merely trying to take care of commit- 
ments made a long time ago. It is going 
to be a tight squeeze between now and 
the new pack. In the meantime, prices 
are strong and another increase was an- 
nounced this week following right behind 
one which took effect about ten days ago. 
Choice grade is now held at $2.12% for 
203s, $3.30 for 2%s and $12.15 for tens, 
the sharpest increase on the latter size. 
Sales and shipments have been very 
heavy here as the trade moved in front 
of these increases. New prices are ex- 
pected to be as high or higher than the 
above quotations. 


ROYAL ANNE CHERRIES—Califor- 
nia canners are now canning new pack 
Royal Anne cherries and even though the 
trade expected higher prices they were 
somewhat shocked at the first prices 
quoted. These have, 303 fancy grade at 
$3.52, 2%s at $5.90 and tens at $20.25. 
Choice grade are listed at $3.27%4, $5.55 
and $18.65. Canning will be limited and 
some canners will pack only against firm 
orders which can be understood in view 
of current prices. 


BLACK SWEET CHERRIES — The 
major canner of dark sweet cherries in 
the Northwest named prices this week on 
the 1958 pack of cherries which were as 
follows on fancy grade; 303 tins of un- 
pitted $3.35, 242s $5.55 and tens $19.85. 
Fancy pitted were listed at $4.05, $6.65 
and $23.85. High priced merchandise but 
no higher than last prices quoted. 


CALIFORNIA MARKET 


New Lists Revised Upward — Blue Lake 
Prices — Asparagus Canning Continues — 
Spinach Advances On Small Pack—Tomato 
Products On Rise—Growers Prices High On 
Light Fruit Crops—First Salmon Arrives. 


By “Berkeley” 


Berkeley, Calif., June 19, 1958 


THE SITUATION — A feature of the 
past week has been the bringing out on 
the part of canners and distributors of 
revised price lists on fruits and vege- 
tables, with almost all of these reflecting 
an upward trend. Sales continue on the 
heavy side, with shipments in keeping. 
Carryover into the new season, which 
begins July 1st, with some canners, will 
be much smaller than anticipated, and 
with smaller packs in sight on many 
items, buyers are showing an eagerness 
to build up their holdings. Few canners 
have complete stocks to offer and there 
is much trading among canners to enable 
them to fill the orders of distributors. 
Canning operations on early fruits are 
getting under way, but crops of these are 
very light, with record high prices to 
growers being registered. 


DRY BEANS — The California dry 
bean market has not been especially ac- 
tive of late, with canners buying in small 
quantities and only for immediate re- 
quirements. Small Whites are about the 
firmest items in the list and these have 
sold as high as $11.00 per 100 pounds 
during the week. Baby Limas have moved 
up in price, with several sales reported 
at $8.75. Pink beans have changed hands 
at $10.00 to $10.25. Reflecting largely 
the advance in Small Whites, the index 
number of California dry bean prices 
moved up to 221.6, compared with 184.9 a 
year earlier. 

BEANS—Tentative opening prices on 
Oregon Blue Lake string beans have 
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made an appearance in the San Francisco 
market, with these to apply on deliveries 
to September 1st. Prices on 24/2s per 
dozen are: Fancy tiny whole 1-sieve, 
$2.65; fancy baby whole, 2-sieve, $2.40; 
French style, 2-sieve, $2.20; fancy cut, 
2-sieve, $1.95; vertical pack, 3-sieve, 
$2.30; fancy whole, 3-sieve, $2.00; 2-sieve, 
$1.95; French style 3-sieve, $1.95; fancy 
cut, 3-sieve, $1.7714; short cut, 3-sieve, 
$1.40; French style, 3-4 sieve, $1.80; 
French style, 3-4-5 sieve, $1.70; vertical 
pack, 4-sieve, $2.20; French cut 4-sieve, 
$1.65; extra standard cut, 5-sieve, $1.45; 
short cut 5-sieve, $1.20, and standard cut 
6-sieve, $1.35. Other size containers in 
the usual proportion. 


ASPARAGUS—tThe canning of aspar- 
agus is moving along quite smoothly and 
the season may extend into July with a 
few operators. Sales of green-tipped and 
white for export have been quite heavy 
and members of the trade suggest that a 
price advance may be made in the near 
future. All-green asparagus of a well 
known brand is being featured at 
$3.55 for No. 300 blended, $3.10 for 
picnic and $2.6712 for buffet. Cut spears 
with tips included are offered at $3.00 for 
No. 303 and at $2.00 for buffet. The list 
applies to both California and Pacific 
Northwest pack. 


PEAS—Peas of West Coast pack have 
advanced in price of late, with a featured 
brand now quoted at $1.92% for No. 303 
and $1.27% for buffet. These prices also 
apply to peas packed in Utah. Prices for 
a companion item, carrots, have also been 
named, with No. 303 glass offered at $1.50 
for diced, with No. 10 quoted at $6.85. 


SPINACH — Spinach has proved a 
much smaller pack than had been planned 
and prices have been advancing in recent 
weeks. Featured brands are being offered 
at $1.00 for buffet, $1.42% for No. 303, 
$2.10 for No. 2%s and $5.60 for No. 10. 
Some lists quote buffet at 90 cents, No. 
303 at $1.22%, No. 2% at $1.75 and No. 
10 at $5.10. 


TOMATO PRODUCTS — Quite a few 
advances in the price of tomato products 
have been made of late by California can- 
ners, with 14 oz. catsup now quoted at 
$1.70 and No. 10 catsup at $9.50. Buffet 
tomato sauce moves at 82% cents 
$1.30 for No. 303 and $8.00 for No. 
10. Tomato paste in the 6 oz. size is now 
quoted by some at 96% cents and No. 10 
tomato puree at $6.00 for No. 10s. 


STOCKS — The Canners League of 
California has released statistics cover- 
ing stocks of canned fruits held by Cali- 
fornia canners as of June 1, with these 
reflecting the carryover into the new 
packing season. On a converted 24/2% 
basis stocks of apricots totaled 604,166 
cases, sweet cherries, 54,002 cases; figs 
205,348 cases, pears 1,191,551 cases and 
freestone peaches, 960,529 cases. The 
Cling Peach Advisory Board issued a 
companion report covering stocks of cling 
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peaches, also on a converted 24/2% basis. 
Holdings of cling peaches were 2,481,898 
cases, spiced peaches 157,452 cases; fruit 
cocktail 2,221,634 cases, fruits for salad 
336,081 cases, and mixed fruits 17,382 
cases. 


APRICOTS—The apricot canning sea- 
son is getting under way on a limited 
seale, with the output promising to be 
the smallest in years, Canners are pay- 
ing as high as $150.00 a ton for fruit and 
considerable of this will go into such 
items as fruit cocktail, and the like. 
Cherries are costing canners about 20 
cents a pound this season, with only 
peaches to be had in desired quantities 
and at last year’s prices. 


SALMON—The first shipment of new 
pack canned salmon from Alaska has 
reached the Pacific Northwest but no 
steps have been taken so far to name an 
opening price. The higher grades of sal- 
mon have moved rather slowly of late 
and canners are hesitating to set a price 
on new pack until the outlook shows an 
improvement. The Copper River salmon 
pack has been light to date and the out- 
look for Bristol Bay is not promising, so 
holders of canned salmon are making 
little effort to push sales. Alaska red 
talls are quoted at $33.00-$34.00 a case 
for talls, with halves at $21.00-$22.00. 


SEPTEMBER IS CANNED FOODS 
MONTH ACTIVITY TO DATE 


(Continued from Page 8) 


Continental Can Company will provide 
national retail grocery coverage through 
the Merchandising Digest. National 
newspaper coverage will be furnished 
through publicity releases of stories, 
recipes and photographs for women’s 
pages and food and home-making sections 
of over 4,000 newspapers reaching 60 
million readers. Advertising will be car- 
ried in trade publications. 


Corn Products Refining Company will 
provide advertising coverage over net- 
work television through such women’s 
favorites as “The Price is Right” and 
“Queen for a Day”; also through daytime 


TV movies. Advertising will be carried 
in national consumer magazines. 


RADIO SUPPORT 


“September is Canned Foods Month” 
will be told to the nationwide NBC audi- 
ence on the National Farm and Home 
Hour on August 30. Approximately 6 
minutes of the time will be devoted to the 
program. CBS radio will carry a series 
of announcements about the program in 
August and September on the programs 
of the Housewives Protective League, 
heard by a large listening audience, pre- 
dominantly women, in twelve of the 
largest U. S. markets. 

Additional radio cooperation is antici- 
pated. 


NCA ENDORSEMENT 


The Consumer and Trade Relations 
Committee of the National Canners As- 
sociation on May 23 voted endorsement 
and support of the “September is Canned 
Foods Month” promotion. Plans for tie- 
in of NCA promotion activities are being 
developed. 


RETAIL COOPERATION 


Organizations on the retail side are 
giving consideration to the promotion as 
more information becomes available. The 
following persons were alerted in early 
May and agreed to report back to their 
management: 
Lee Pender, Colonial Store, Inc. 
William Malloy, Consolidated Foods 
Corporation 

Ed Brown, Topco Associates 

A. G. Paxson, American Stores 
Company 

Elmer Niederkruger, First National 
Stores 

William Corbus, A and P Tea 
Company 

Arthur Adkins, The Kroger Company 

Arthur Rupert and Charles Patton, 
Safeway Stores 

Frank Walker, Food Brokers, Inc. 


Individual canning firms could be of 
assistance by urging their friends and 
acquaintances in these and other retail 
distribution groups to use their influence 
in swinging their organizations into line. 
You will be interested to know that an 


announcement to the retail trade went 
out in a recent issue of the Ladies Home 
Journal “Bell Ringer”, mailed to approxi- 
mately 150,000 independent retailers and 
wholesalers, all of whom have asked for 
the material. 


WORK KIT 


For some time we have heen expecting 
to receive sets of a “work kit” which is 
being prepared by the Administrative 
Office of “September is Canned Foods 
Month” for use by the members of the 
industry. We have delayed getting out 
this bulletin hoping that the kits would 
arrive, but have not yet received any. We 
have requested enough copies to supply 
one to each canner member of the 
association. 

The kit will serve a number of pur- 
poses. It will be helpful to canners, 
brokers and retailers in explaining how 
to tie-in to the promotion and obtain the 
maximum benefits in increased profits. 


The kit will show you how to use the 
striking symbol, both in black and white 
printed material and in full color. It will 
provide ideas for use in working with 
various others in the channels of mer- 
chandising. It will contain information 
as to what others are doing, as a guide to 
what may be done at a minimum of cost 
and a maximum of profit. 


The kit will explain how canners can 
relate their products to the intensive pro- 
motional efforts in consumer magazines, 
network radio and television and trade 
merchandising—all of which will back up 
the total effect of the entire industry’s 
efforts. 


The kit will provide for distribution of 
certain point-of-sale material, explaining 
how to obtain it. It will show how to make 
your own brand benefit in terms of sales 
to consumers. 

The kit will help you find new ideas to 
promote your products. It is designed so 
that, as additional material is available, 
it can be added to the kit in the coming 
weeks. If you desire to utilize the kit to 
the fullest extent, or adapt-your own 
September promotion to it, glossy photo- 
stats of the art work will be available to 
you at actual cost from the Information 
Center in San Francisco. 


WIRE-BOUND CRATES 


FOR LONG LIFE e@ USE THE BEST 


PLAIN or TREATED 
RIVERSIDE MANUFACTURING CO. 


@ One man operation 


inclusive. 
@ Very Gentle 


@ Portable 


Shuttleworth Handling _ 


Adjustable 202-404 


Designed 
by Canners... 
for Canners 


FOR COMPLETE INFORMATION 
WRITE OR PHONE 190 


SHUTTLEWORTH MACHINERY CORP. 
WARREN, INDIANA 
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(Spot prices per dozen F.O.B. cannery 
unless otherwise specified.) 


ASPARAGUS 
Calif., Fey., All Gr., No. 300 
ossal 3.55 
Mammoth 3.55 
Large 3.50 
Med.-Small 3.35 
Gr. Tip & Wh. Colossal.............006 3.20 
Large 3.10 
Med.-Small 3.10 
Tri-St. Fey., All Gr. No. 2 
Colossal 4.65 
Mammoth 4.60 
Large 4.45 
Medium 4.35 
Mid-W., Fey., All Gr., Cuts & Tips 
No. 8 oz. 
No. 1 Pic. —- 
No. 300 1.90 
BEANS, StTrINGLESS, GREEN 
EAST 
1.70-1.75 
No. 10 9.00 
Gr., No. $03.......... 1.35-1.50 
8.75-9.50 
No. 303 1.25-1.35 
No. 7.50 
Std., Cut, 1.15-1.20 
No. 10 6.25-6.75 
Fey., 3 sv., No. 308......2.10 
10 11.25 
Wax, Fey., Wh., 3 sv., No. on...5. 20 
10 1.75 
on °3 BOB a. 1.60 
No. 10 8.75-9.00 
Ex. Std., Cut, No. 303.......... 1.35-1.40 
No. 10 8.60-8.75 
Std., Cut., No. 1.10-1.15 
No. 10 6.75-7.00 
Mip-WEstT 
Gr., Fey., No. 308........ 1,90-2.25 
No. 11.50 
Fey., cat, NNO. 1.50-1.55 
No. 8.75-9.00 
Ex, Std. 1.25-1.30 
No. 10 7.50-7.75 
Std., Cut, No. 303 1.15 
o. 10 


Wax, Fcy., Cut, 3 sv., 
03 


o. 3 1.50 
No. 10 9.00 
1.30. 
o. 10 8.00. 
NNO. BOB 1.20 
No. 10 7.75 
NorTHWEST 
Cut, Fey., 3 sv. No. 303............ Re 
No. 10 
Ex. 
No. 
Std., Ne. 
No. 10 
SouTH 
Fey., Cut, Gr., No. 
No. 10 
‘Std. BOB 1.25- “1.85 
7.00 
Sta. “No, 303 1 
No. 5 
Fey., Wh. BOB 1, 60 
No. 10 8.50 
LIMA 
East 
Fey., Gr., No. 308........ 2.50-2.60 
No. 13.75 
Small, No. 2.00-2. 10 
No. 
10 10. 
Ex, Std., Gr. & Wh:., 
Mip-WEst 
No 
Small, Neo. — 
No. 10 
Med., No. 303 — 
No. 10 
BEETS 
Cut, Diced, 
1.00 
Midwest, Fey., Sl., 8 oz... -85 
1.00-1.10 
5.00-5.25 
Dicei, No. 303 
No. 1 4.75 
CARROTS 
East, Fey., Diced, No. 303... 20 
No. 10 


Fancy. Diced, 
No. 1.05 


No. 
Sliced, 303 . 


East 
W.K,. & C.S. Golden 
Fey., 1.35-1.60 
No. 8.50-9.50 
Ex. Std. BOB. 
No. 10 8.25-8.50 
No. 10 7.00 
Shoepeg, Fey., No. 303......... 1.60-1.80 
...9.00-10.00 
1.40-1.50 
MIDWEST 
W.K., C.S.. Gold., Fey., 
No. 
No. 303 
Ma. 10 
No 


10 8 
10 8.25 
sta. “No. 303 1.20 
PEAS 
Easr ALASi. 
1 sv., No. 303 2.75 
2 sv., 8 oz. 1.40 
2 sv., No. 303 2.30 


2 sv., No. 10 
3 sv., No. 303.. 
3 sv., 
Ex. Std., 2) sv., 
, No. 303 


Pod No 
EAST 
Fey., Pod Run, No. 4 
No. 10 9.00 
Ex. Std., No. 


No. 10 
Std., No. 303 
No. 10 7.25-7. 50 
Mipwest ALASKAS 
Fey., 


Mip-West SWEETS 


No. 10 9.50 
No. 10 8.25 
Ex. Sua, 3 sv 
No. 
Unger "No. | 
No. 10 
4 sv., No. 1.2! 
No. 
Std., Ung., 
PUMPKIN 
Midwest, Fey., No. 2%........1.45-1.60 
No. 10 §-5.25 
East, Fey., No. 
No. 10 5.50-5.60 
SAUERKRAUT 
No. 2% “ 1.60 
No. 10 
Fey.. “No. "2%... 1.60 
No. 10 5.50 
SPINACH 
Tri-State, Fey., No. 308........ 1. 45-1.50 
No. 2% 2.05-2.10 
No. 10 6.50-6.75 


CANNED FOOD PRICES 


Pey., Me: 1.15-1.20 
2% 1.50 
No 10 5.75 
Calif., Fey., No. 303... 245 -1.25 
-T5-1.80 
SWEET POTATOES 
Tri-States, Syr., 8 1.05-1.10 
No. 3, Sq. 2.20-2.25 
No. 2% 2.60 
9.50-10.50 
TOMATOES (Nominal) 
Tri-STATES 
No. 2% 
No. 10 . 
Std., No. 
No. 303 
No. 2¥/ 
No. 10 ; 
2.40 
No. 8.00 
Mid- West, “hey, 
2.00-2.15 
2.90-3.10 
1.90-2.00 
2.60-2.80 
No. --8.75-9.00 
Std., No. 1 — 
o. 303 1.80 
No. 2% 2.60 
8.75 
Calif., Fey., S.P., No. 308............ 2.10 
No 2Y% 3.00 
10.25 
No. 2.10 
No. 10 7.50 
Ozarks, Std., No. 
7.50-8.00 
Texas, Std., No. ¢ 1.40-1.45 


TOMATO CATSUP 


Calif., Fey., 14 oz 
Mid-West, Fey. 
-9.50-10.50 
East, Fey., 14 oz 1.80-1.90 
10.50 
TOMATO PASTE (Per Case) 
Calif., Fey., 96/6 7.50-7.70 
No. 10 (per doz.) 26% “i 
Mid West 
No. 10 (per doz.) 26% vse 12.00 
No. 10 (per doz.) SOG 
TOMATO PUREE 
Calif., Fey., 1.06, No. 303 os 
Mid-West, tey., 1.045, 
No. 1 1.10-1.15 
7.00 
Md., Fey., 1.045, No. 1.10 


FRUITS 
APPLE SAUCE 


No. 
7.75-8.00 
‘No 303. 1.20 
No. 10 — 
Calif. (gravensteins) 
No. 8.50 
8.00 
APPLES 
10.75-11.25 
APRICOTS (Nominal) 
No. 2%. 
No. 10 11.75 
td., No. 2% 3.00 
No. 10 
Fey., Peele No. 2%..4.00-4. 10 
No. 50-13.75 
R.S.P., Water, 
1.90-2.10 
No. 
RA... 
No. 
Choice, 
No. 
COCKTAIL 
Fey., No. 303 2.20 
No. 2% 3.50 
No. 10 12.80 
No. 21.4 3.30-3.40 
No. 10 12.15 


GRAPEFRUIT SECTIONS 


Fla., Fey., No. 1.75-1.77% 
Fey. Citrus Salad, 
No. 303 2.75 
PEACHES 
Calif., Cling Fey., No. 303.......... 
No. 2% 3.00 
No. 10 5 


No. 2% .... 


No. 10 
Std., No. 303 
o. 2M 
No. 10 
Fey., No. 


10 
Choice, No. 2% 
No. 


PEARS 
No. 2% 3.75-4.00 
13.25-13.50 
o. 2% 3.25-3.50 
No 10 12.00 
Std., No. 303 2.00 
3.00-3.10 
No. 10 11.00 
PINEAPPLE 
Hawaiian, Fcy., Sl., No. 2............ 2.95 
No. 2% 3.45 
No. 10 13.00 
Crushed, No. 2 2.40 
No, 2% 2.95 
No. 10 10.10 
2.95 
No. 10 12.00 
Std., Half Slices, No. 2.........0004 2.25 
2% 2.80 
No. 10 10.80 
PLUMS, PURPLE 
NO. BOB 1.70 
No. 2.50 
BRO, BG. 8.00 
Choice, No. 1.60 
No. 21 2.25 
25 
JUICES 
APPLE 
Ditch went, 1 2.00 
46 oz, tin 2.85 


CITRUS, BLENDED 
Fia., No. 2 a. 


16 3.30 
GRAPEFRUIT 
1.382 
ORANGE 
16 oz, 
Frozen, 6 oz. 2.25 
12 oz. 4.35 
OB. 13.00 
PINEAPPLE 
Hawaiian, Fey., No. 1.17% 
46 oz. : 2.45 
TOMATO 
Bast, MO. 1.30-1.45 
46 oz. 2.70-2.80 
No. 10 
Mid-West, Fey., No. 2.......... 1.30-1.35 
46 oz, 2.70-2.75 
46 oz. 2.50-2.60 
No. 10 5.00-5.20 
FISH 
SALMON—Pker CASE 48 CANS 
Alaska, Red, No, 1T......... .33.00-3.4.00 
21.00-22.00 
Med., Red., No. 1T............26.00-27.00 
P.S. Sockeye, 4’s.. 
Pink, Tall, No. 1.... 
3.50 
Chum, Tall, No. 17.00-18.00 
10.50-11.00 
SARDINES—Per CAsB 
Calif., Ovals, No. 1 10.00-10.50 
Neo. T, — 
Maine, 4 Oil Keyless . 7.75-8.00 
1, Oil Key Carton.. cont 
Shrimp-Dev. Pack 414 oz. per doz. 
Large 6.85 
Medium 6.35 
Small 5.60 
Broken .... 4.75 
TUNA—Per Case 
Fey., White Meat, %s......11.50-12.50 
Fey., Light Meat, s......11.00-11.50 
Chunks 9.75 
Grated 7.50 


1,50212.00 
ge W.K. & C.S. Co. Gent. 
Fey., No. 
No. 
4 BV., NO. B08 40 
Std., 3 sv., No. 
NO 
“ 


RATES, per insertion—straight reading, no display—one to 
three insertions, per line 60c, four or more consecutive insertions 
without change, per line 50c, minimum charge per ad $1.00. 
Forms close Wednesday noon. 

Address all numbered Ads: The Canning Trade, 20 S. Gay Street, 
Baltimore 2, Maryland. 


FOR SALE—MACHINERY 


WHEN IN NEED of food processing machinery of any kind 
wire or call: Ashley Mixon, Canning Machinery Exchange, Plain- 
view (West) Texas. 


We manufacture complete lines of food processing machinery 
for canned, frozen and fresh packed products. Wire us regard- 
ing your requirements. A. K. Robins & Co., Inc., Baltimore 2, Md. 


CHECK WITH CUYLER CORPORATION before you buy 
new, used or rebuilt food processing machinery. We carry one 
of the largest warehouse stocks of rebuilt and guaranteed equip- 
ment in the industry. Write for our most recent Catalogue. 
Serving the food processing industry since 1912. Otto W. Cuyler 
Corporation, Webster, N. Y. 


WHEN IN NEED of one machine or a complete line of ma- 
chinery, always see: Food Processing Equipment Co., Kalamazoo, 
Mich. 


FOR SALE—Three Canco 400 Steam Flow Closing 
Machines in excellent condition with various change parts. 
Princeville Canning Co., St. Francisville, La. 


WHAT DOES INVENTORY REVEAL regarding your equip- 
ment? Should you sell, trade or buy? Consult your production 
chief, and your Tax Advisor; FMC can help you solve all equip- 
ment problems. Send for “First Facts’ complete new stock list 
of our guaranteed rebuilt machinery. First Machinery Corp., 
209-289 Tenth St., Brooklyn 15, N. Y. 


FOR SALE—Groen 150 gal. stainless steel Kettles with 
double motion agitators; Hubbert 300 gallon jacketed st. st. 
Kettles; Standard Model 429 top and bottom Case Gluer; FMC 
Single Tube Crusher Preheater. Send us your inquiries. Perry 
Equipment Corp., 1402 N. 6th St., Philadelphia 22, Pa. 


FOR SALE—At tremendous saving, one Fig. 2045 Car- 
ruthers Multi-Pak Filler for No. 303 tins, variable speed motor; 
excellent for whole and French style beans and other string 
packs; bought new, used for only 20,000 cases. Also, one CRCO 
Model F Medium Bean Snipper, Serial FG 1794 with picking table 
and motors. One CRCO Double Whole Bean Grader 1’s, 2’s & 3’s. 
All top condition. Owen Canning Corp., Owen, Wis. 


FOR SALE—8 TUC Corn Cutters; 4 Huskers; 2 FMC No. 
1 Cutters, all motor driven; Hume Pea Harvester; 2 CRCO 
Viners with Electric Motors; HI-Scott Washer; Sinclair Scott 
food Pump; Lewis Quality Grader; A. K. Robins Unequal 
Angle Washer; FMC Pregrader. W. E. Bittinger Co., R. D. 
No. 5, Hanover, Pa. 


FOR SALE—1 Canco 0-8 Vacuum Type C for 502 diameter 
van, complete with motor drive, vacum regulator, filters, pump 
with 744 HP motor. Must be moved at once, priced accordingly. 
Otto W. Cuyler Corporation, Webster, N. Y. 


_ FOR SALE—1-24/ #300 Kyler Model P Right Hand Caser, 
Serial Number MH 1323, excellent condition, $300.00. Princeville 
Canning Co., Princeville, Ill. 
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WANTED and FOR SALE 


FOR SALE—1 Ayars 7-pocket Tomato Filler in very good 
condition; 1 Chisholm-Ryder Electric Caser for 303 cans, ap- 
parently as good as new; 1 Erie City 75 H.P. Boiler in very 
good condition; 5 Steam Engines from 7 H.P. to 25 H.P.; 1 TUC 
Corn Cutter, Model CBR, with motor, United Co., 1 TUC Corn 
Husker, Model BCR, with motor, United Co.; 1 Rod Reel Corn 
Washer, size 5’x2%4’, Sinclair Scott; 1 Robins Jr. Corn Silker. 
This corn machinery bought new and used to pack about 50,- 
000 cases corn. All in good condition. 1 Steam Water Pump, 
made by Union Steam Pump Co., used very little, size 
5%x3%x7; 1 Heavy Galv. Iron 100 gals. Pressure Tank; 1 
Black Iron very heavy about 150 gals. Pressure Tank; 1 Cen- 
trifugal Water Pump, made by Union Steam Pump Co., 1% 
inch outlet; 2 Robins Steam Circle Hoists, in good condition. 
Most of above bought from company going out of business. J. W. 
Welch Co., Downings, Va. Phone: Exp. 42644. 


FOR SALE—King Silva-Streak Bottle Caser, presently set 
for quarts, capacity 16 cases per minute, 1 HP Motor, like new. 
Save 40%. Wire or phone collect. Otto W. Cuyler Corporation, 
Webster, N. Y. 


FOR SALE—1 Niagara Tomato Washer; 1 FMC Rotary 
Tomato Washer; 1 Empty Can Belt Elevator, adjustable, set 
for 303 size; 1 Universal #2 FMC Corn Cutter; 1 Super Corn 
Husker; 1 Full Can Vertical Elevator, fully adjustable, 8 oz. to 
46 oz.; 1 RD-12 Rietz Disintegrator; 1 Rapid Standard Port- 
able Case Booster; 1 Robins Gooseneck Elevator; 1 Single 
Peerless Corn Husker; 1 Walker-Wallace Pasteurizer. S. E. 
W. Friel, Queenstown, Md. 


FOR SALE—1 FMC Peerless Ear Corn Washer, Fig. 503, 
their catalog #150; 1 Cherry-Burrell Stainless Steel Jacketed 
Tank, 150 gal. capacity, complete with stainless steel motor 
driven agitator and motor driven stainless steel sanitary pump. 
The jacketing on the kettle can be used for either heating or 
cooling the contents in the equipment. S. E. W. Friel, Queens- 
town, Md. 


FOR SALE—3 CRCO #4 Pregraders complete with ex- 
tended frames and 2 CRCO #5 Pregraders all with motor drives, 
$300.00 each; 1 Yale 1000# cap. Elec. Hoist with trolley for 5” 
I beam, $200.00; 1 Yale Midget King % ton Hoist $150.00; 1 
Steel Cooling Canal 75’ long complete with worm gear reduction 
drive & motor, $500.00; 1 Ideal 5/8” Stencil Cutter $50.00. Albert 
Dam Canning Co., Verona, N. Y. 


FOR SALE—FACTORIES | 


FOR SALE—Sauerkraut Factory, located in best cabbage 
section of New ‘York State. Selling due to ill health. Adv. 58151, 
The Canning Trade. 


IT’S So Easy To Place 
A Classified Ad. 


Just Mail a Card 
With Your Message on it 
or Phone PLaza 2-2698 


THE CANNING TRADE 


20 S. GAY STREET, BALTIMORE 2, MD 


SITUATIONS WANTED 


POSITION WANTED—Man with over 20 years in allied 
business, with following in cans, brokerage & box business, de- 
sires permanent position. Adv. 5862, The Canning Trade. 


HELP WANTED 


WANTED—FExperienced Plant Manager for asparagus, peas, 
sweet corn, and pumpkin canning plant. State age, experience, 
and salary. Princeville Canning Co., Princeville, IIl. 


MISCELLANEOUS 


COMPLETE BEDDING OUTFITS—For Rent or Sale to 
house extra laborers. Interstate Bedding Co., 1621 W. Carroll 
Ave., Chicago 12, Ill. Tel. CHesapeake 3-4660. 


WILL PAY CASH for carload or less of canned goods any 
size, new, odd lots, rough ups and dents accepted (no swells). 
Bill Mull, P. O. Box 984, Kannapolis, N. C. 


We will buy dents, slight rust, distressed and surplus canned 
fruits, vegetables, fish, etc. Any amount. Barsid Trading Co., 
289 Neptune Ave., Jersey City 5, N. J. 


PRINTED SUPPLIES—Let us supply your printing needs; 
Field, Factory and Office Forms; Booklets, Letterheads, Station- 
ery, Sales and Grower Contracts. Offset or letterpress. The Can- 
ning Trade, Printing Division, 20 S. Gay St., Baltimore 2, Md. 
Phone: PLaza 2-2698. 


CROPS AND WEATHER 
(Continued from page 11) 


Corn acreage 10 percent greater. Pros- 
pects normal at this time. 

BIG SPRING, MD., June 14—Tomatoes 
are getting off to a good start. We have 
larger acreage and better stands. 


EAST JORDAN, MICH., June 12—In the 
next 5 days we will know what our cherry 
crop in this area will look like, as we are 
7 to 10 days later than the Traverse City 
area, being farther North. At this point 
it definitely looks like a 50 percent crop. 
Beets and carrots have just been planted. 
Beans will not be planted until the first 
of next week. The past week we have 
had our first rains. An appreciable 
amount fell but we had four weeks with- 
out rain. 


OGDEN, UTAH, June 10—Condition of 
tomatoes and cucumbers is poor with 
cabbage fair. 


WISCONSIN, June 13 — Pea prospects 
continue to be bleow normal in most im- 
portant producing areas despite the fact 
that we had cool weather and scattered 
showers since June 1. Considerable acre- 
age of frost damaged peas will not be 
harvested. Canning started at one plant 
this week with 5 or 6 more scheduled to 
start on Monday. Treatment for pea 
aphid is underway. Corn planting is still 
in progress in most places. Stands are 
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reported as generally good with crop 
conditions averaging about 90 percent of 
normal. First plantings of snap beans 
and lima beans show good stands. Ex- 
tensive replanting of beets and carrots 
has been necessary. 


WISCONSIN, June 14— The Memorial 
Day rains and almost perfect cool, moist 
weather since June 1 have allowed pea 
fields to recover considerably. Warmer 
weather is needed to promote vigorous 
growth on corn. Sufficient soil moisture 
and stands are good. Fifteen percent of 
bean acreage is planted. First plantings 
are emerging under good soil conditiens 


CAMBRIA, WIS., June 16—Two words 
describe the situation—cold and dry. 
Temperatures on June 13 were a low of 
38 and a high of 74 degrees; on June 14 
a low of 50 and a high of 74 degrees; and 
on June 15 a low of 40 degrees and a 
high of 70 degrees. Rainfall for the first 
16 days of June amounted to .17 inches. 
Peas about 80 percent of normal and fali- 
ing off every day. Corn is 90 percent of 
normal. 


CHIPPEWA FALLS, WIS., June 15—Some 
pea fields hurt by dry May, but gen- 
erally the fields look good. Corn is late; 
the fartherest along is 6 inches high. 
Beans are not too good. 


EAGLE RIVER, WIS., June 15—Season is 
late on cranberries, with condition about 
same as last year. 


THE CANNING TRADE 


FLORIDA CITRUS STOCKS 


Compiled by Florida Canners Association 
(Basis 24/2’s) 


CANNED 6/8/57 6/7/58 
Grapefruit Juice ... 4,776,935 3,165,899 
Orange Juice ....... . 6,328,133 4,475,799 
Combination Juice 1,920,841 1,188,554 
13,025,909 8,830,252 
Grapefruit Sections . 1,890,201 1,810,670 
Tangerine Juice ................ 343,804* 87,493* 
469 ,907** 296,426** 


*Includes Tangerine Blends 
**Ineludes Orange Sections 


FROZEN ORANGE 


CONCENTRATE 
(1,000's of Cases—-1,000’s of Gallons) 
6/8/47 67/58 
_Cases Gals. Cases Gals. 
10,179 22,903 8,321 18,722 
24/122 .. 2,874 6,466 1,993 4,485 
12/82Z .. 910 2,730 591 1,772 
Bulk Gals. 5.990 6.227 


1957 PACK REPORTS 


Compiled by NCA Division of Statistics 
CANNED APPLES (Basis 6/10’s) 


1956-57 1957-58 

943,820 806,844 
Md., Pa, & Va. 2,333,385 2,014,871 
Wash., Ore. & Ida 376,746 519,005 
California 159,140 179,842 
Other States 108,618 147,623 


“Other States” include Colorado, Maine, Michigan 
and Wisconsin. 


CANNED APPLE SAUCE (Actual Cases) 
1 


956-57 1957-58 
4,936,853 4,270,756 
Wash., Ore. & Idaho ........ 172,416 449,697 
Other States .. «919,722 688,437 
U. S. Total 15,339,316 14,006,339 


“Other States’ include Michigan, Maine, Ten- 
nessee, Wisconsin and New Jersey. 
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